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Your typical technology stack
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The Frankenstack...meet Freddie
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what Is happening in
media?



Evolving the

ABC plus D paradigm
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a fundamental shift and
realignment is happening
In the media Iindustry...
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media reach as a buying
metric (GRP, circulation,
iImpressions) is shifting to
business success...
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2016 Launched its “Audience Targeting
Platform”...and is now selling “TCPMs” and
guaranteeing audience viewership

WUNDERMAN

WPP Wunderman CEO Mark Reed: “We are going
to need to be more accountable to our clients for
results, by which | mean sales...part of this means
we need to use technology to track our work to
sales.”



this Is happening because
of the convergence of...

Marketing Data Technology
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2018...5,000 companies

"‘-'gchlefmartec.com Marketing Technology Landscape

Advertisin & Promotion Content & Experience Social & Relationships




...but 1t Is not the media
iIndustry
driving the bus...

....ItIs our advertisers and
SpoNsors...



...Gartner. marketers
spend 1/3 of budget on
technology (and growing)

... Economist: 86% of
marketers believe they will
own the end-to-end
customer experience by
2020 (3 years)






...but | believe Business
Information Media can
actually lead the way....

We have the
i data!!




Strategic,'Core”

How do we
get people to
register?
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B2C Media = Persona
Marketing

B2B Media = Person
Marketing

A data company with
media properties that
serve as the data
acquisition platform.



CASE STUDIES



Case Study #1 POWER

Issue: Customer wants to target key
“high value” accounts (power
generators) and schedule face to
face meetings



Case Study #1 POWER

Program: Using our behavioral marketing platform
we were able to engage specific companies - and
individuals - with highly specific client content.

Based on the users engagement with that content
we then used special VIP codes that provided the
attendee with a discount to attend our ELECTRIC
POWER trade show if they agreed to meet with
client.



Case Study #1 POWER
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Result: 3 individual meetings were set and delivered.

“These 3 meetings made the show for us” - Client Quote



Case Study #2 ORMenager

Issue: clients targets Operating
Room Managers and specializes in
the “hybrid OR”. Multiple decisions

makers in the buying process
(Nurses, MD’s, CFO'’s, IT) and needs
lead generation and targeted
content.



Case Study #2 ORMenager)

Program: six month content
marketing program (using behavioral
data) targeting key healthcare
facilities and individuals



Case Study #2 ORManager,

Result: Using behavioral targeting we
were able to target content based on
function as well as create five face to face
meetings for the client at the OR Manager
Conference.

But, by partnering with the client and
monitoring the consumption patterns of
their content we noticed 12 individuals from
the same healthcare system that were all
consuming the same piece of content



Case Study #3 Via Satellite

Issue: Mid-size company in the
satellite industry. Not many internal
marketing resources but wanted a
proactive marketing plan that had
branding, thought leadership, and
lead generation.



Case Study #3 Via Satellite

Program: Year long marketing
campaign with both online (content
marketing, targeted emails, etc) and

offline (trade show and print)

channels



Case Study #3 Via Satellite

Result: Produced over a 1000 leads
for the company in the first 9 months
of the campaign.

But, who has time to go through
1000 leads?



Case Study #3 Via Satellite

Matched their lead retrieval data
(from the expo) against any
behavioral content views of the
clients content on our site.

10 individuals had read multiple
client stories and visited their booth.



Three Items to leave
with...

1. Data Inventory - Where does
all your data reside?

2. Data Access - Who has access
to the data?

3. Data Questions — What's a
guestion you have always
wanted answered?



Thank you!

jcapo@omeda.com




